pie receive messages about drinking. But for many people it is the most important. Almost every home in America has at least one television set, and Americans spend an average of 30 hours a week watching television. When a person graduates from high school, he or she will probably have spent more time in front of a television than in a classroom. Throughout childhood and adolescence, television viewing takes up more hours on the average than any other single activity except sleeping.
As with violence on television, it is very difficult to prove that so much drinking on television leads to more drinking in real life. But the sheer quantity of drinking to which people are exposed on television is reason for concern. Given the amount of television young people watch and the number of drinking incidents portrayed, a person under the legal drinking age will watch an average of over 3,000 acts of drinking every year.
"Television has not been a very good educator about drinking in society," concludes Lawrence Wallack of the University of California at Berkeley. "The rate of drinking on television is greater than that in real life and the rate of problems associated with drinking tends to be much lower. ... If indeed alcohol is a major public health problem and, as the panel estimates, is responsible for 50,000-75,000 deaths annually—you could not find this out from watching television."
Advertising Alcohol: A Billion-Dollar Business
Television and the other mass media deliver another important set of messages about drinking: advertisements for alcoholic beverages. Each year the alcoholic beverage industry spends over $1 billion advertising its products. "We will hear it on radio and see it on billboards, television, magazines, buses, subways, calendars, sports schedules, and most any other place where space is available," says Wallack. "The attention of the American public is clearly the focus of intense competition among alcoholic beverage producers."
It was not always this way. When Prohibition ended, strong regulations were imposed on the marketing of beer, wine, and
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